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Broadcast, cable battle for the ball 

Although broadcasters still have the pick of the sports rights draft , cable television is 
fielding a strong team . In the months preceding this college football season , ESPN , 
SportsChannel America and newly fanned Prime Network have all evidenced 
strength in a handful of significant rights negotiations , demonstrating their abilities 
to gain the rights to major conference events. Their successes appear to have fueled 
the claim—among independent broadcasters and among some members of Congress— 
that cable TV is siphoning both professional and amateur sports programing from 
‘free TVThe cable programers believe that is a cry of “wolf* and that their new 
college football schedules comprise games that had lain fallow and unenjoyed by 

viewers until cable packaged them . 

This year's special report surveys the changing field of college ball , sums up the 
current NFL season's rights picture and looks ahead at early 1990 , when rights to 
several of the nation's major sports , including the NFL y will be up for grabs in an 
increasingly varied , monied and competitive market. 


Cable competing, and cooperating, with broadcasting 

Only a year ago, regional cable sports channel football schedules 
were dominated by packages distributed by independent syndica¬ 
tors, which continue to hold the rights to major college conference 
and interconference games. Almost invariably, packages syndicat¬ 
ed by Raycom Sports (Southwest Conference), Jefferson-Pilot 
Telecommunications (Atlantic Coast Conference and Great Ameri¬ 
can Independents package). Video West Network (Western Athlet¬ 
ic Conference) and Mizlou Communications (the Independence and 
other bowls) were sold to regional cable only after national broad¬ 
cast, national cable and local broadcast clearances, in that order. 

Changes in the formula have accelerated in 1989, at least for 
affiliates of SportsChannel America, the newest national cable 
sports channel with regional affiliates in New England, New York, 
Florida, Ohio, Chicago, Philadelphia and Los Angeles. SCA this 
year has the rights to 12 Notre Dame football games, although only 
two will be live telecasts. Last spring it lost a pitched battle for 


rights to the Pac-10 conference. But it has also gone head-to-head 
with Raycom in Dallas—a battle that two weeks ago ended up in 
court—and could still win rights to the Southwest Conference. By 
many accounts, SCA entered those markets offering, in the case of 
the Pac-10, more than double the conference’s expectations. 

In several cases, however SCA has run into another semi¬ 
national cable organization, Affiliated Regional Communications, 
also known as Prime Network, a program sharing partnership made 
up of other regional channels, including Prime Ticket (Los Ange¬ 
les), Home Sports Entertainment (Dallas) and Prime Sports Net¬ 
work (Den\er), The Sunshine Network (Florida) and Prime Sports 
Midwest (Indianapolis). It was to Prime Ticket that SportsChannel 
lost in the Pac-10. Prime plans to distribute programing to four 
other future regionals—in Pittsburgh, Indiana, San Francisco and 
Seattle—and has established informal program sharing deals with 
virtually every other regional cable sports channel in the nation, 
including Home Team Sports in Washington and Baltimore, Madi¬ 
son Square Garden Network in New York and Pro Am Sports 
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even closer scrutiny of the latest Pac-10 and Southwest conference 
rights deals. 

While the Pac-lO’s co-venture with the Big Ten this past spring 
extended ABC-TV’s national rights package through 1996, the 
newest national cable sports channel, SC A, “got into a strong 
bidding war” with Prime Ticket and ESPN over the rights to the 
remaining Pac-10 schedule, said Pac-10 Commissioner Tom Han¬ 
son. ABC retains the pick of the litter, and a large pick it is, with a 
23- or 24-game schedule, 16 of them aired nationally, the others 
regionally. The Pac-10 and Big Ten each will earn $6.5 million 
from ABC, which also extended its rights to the Rose Bowl, played 
between the winners of the two conferences, through the 1996-97 
season. 

But in winning the second-pick conference rights. Prime added a 
high-profile conference to its schedule, at no small price. The six- 
year Prime-ESPN contract with Pac-10 will reach a total rights 
value of $66 million, if an option extension to 10 years is adopted, 
said one knowledgeable source. Gaining a total of 12 football 
games (10 on Prime and two on ESPN) and 35 events other than 
men’s basketball each year. Prime and ESPN will pay $4.4 million 
for the 1989 season. They have guaranteed Pac-10 that the games 
will reach 22 million subscribers through Dallas-based Home 
Sports Entertainment, the Sunshine Network in Florida and other 
regionals. As the subscriber base and ad revenue grow, payments 
will escalate each year. Over 10 years they will average $6.6 
million, or $100,000 more than ABC is paying the conference this 
year. 

SCA “very definitely” raised the bidding levels, said Hanson, 
adding that the conference had entered negotiations “expecting not 
to do a deal for the conference at all.” Saturday television windows 
limited by network schedules have meant that game-time changes 
to accommodate TV schedules are often required—a step that can 
cost home teams $10,000 per game in defections at the gate. “You 
have to have substantial rights fees” to offset such losses, he said. 
“We had not gotten high enough bids” to justify changing game 
times—until SCA entered the scene, he said. “Over the course of 
five days, we ended up with a very, very lucrative contract, well 
above expectations.” 

Hanson took issue with the broadcasters’ claim that the deal 
“siphons” games from over-the-air TV to cable. The Prime-ESPN 
agreement, he said, puts more games into the national schedule that 
“have not been on over-the-air television.” A bid several years ago 
by Sacramento, Calif.-based Kelly Broadcasting and Raycom fell 
short of the conferences’ needs. And, he argued, the local broad¬ 
casters in, for example, Arizona and Washington have shown a 
preference for airing only games played by their states’ teams. 
“National cable,” said Hanson, “is actually an enhanced opportu¬ 
nity for national exposure,” a consideration always near the top of 
college agendas. 

Asked if Prime Network’s go-slow, syndicator-friendly approach 
is motivated by congressional concern, Prime’s Frazier said: 
“There are economic realities. From our viewpoint, there is a 
balance between over-the-air and cable carriage of sports. INTV is 
crying wolf a little. You can always find isolated incidents, [such 
as] the Yankees in New York. There is simply more sports on 
TV.” 


Texas showdown: Syndi-cable 

SportsChannel and Prime were apparently destined to meet again— 
as it turns out, indirectly, in court. Prime’s Southwest Conference 
(SWC) co-bidder, syndicator Raycom Sports, filed a lawsuit Aug. 
2 in District Court in Texas against SCA and its owners (including 
NBC and Cablevision Systems) and against the SWC. The events 
leading to that showdown may portend not only other battles, but 
also co-ventures between cable and syndicators. To match what 
Raycom Executive Vice President Ken Haines called “a very 
overpriced bid, designed to get into the [SWC] market,” Raycom 
announced July 21 a joint bid with Dallas-based Home Sports 
Entertainment, a partner in Prime Network, for a new seven-year 
multi-sport contract, matching SCA’s original $24 million offer. 

If the Raycom-Prime bid wins, Raycom would maintain its 20- 
plus station broadcast TV network in Texas and Arkansas; Prime 
would distribute the package to its affiliated regional cable chan¬ 
nels in other parts of the nation only. 


But if SportsChannel wins the conference, fans in Texas and 
Arkansas would find none of the package on broadcast TV. “The 
philosophy here,” said SCA media relations director Dan Martin- 
sen, “is that if it makes sense from a programing and financial 
side, [SportsChannel] will go after” a programing product. “We 
have been wanting to get into the Southwest, particularly Texas, 
since we launched last year,” he said, explaining that the SWC 
package fits the “makes sense” description. And noting that with 
rights to the National Hockey League and two live Notre Dame 
games (vs. Navy and Southern Methodist University), the 24-hour 
service is filling much of its prime time schedule with live events, 
Martinsen added, “The focus is on live programing. That is what 
people want to see, but we’re not going to fill the schedule for the 
sake of filling it.” 

In any case, the Dallas bidding war has been halted by Raycom’s 
suit, which charges that the SWC enacted an amendment to the 
current 1987-91 contract that had never been agreed upon. The 
amendment shortens the deal to 1990 in exchange for Raycom 
gaining the right at the close of the contract to a competition-free 
90-day period during which it could match any offer. SWC, said 
the suit, negotiated during that grace period with SCA, which 
“knowingly and willfully induced contract negotiations” with con¬ 
ference officials. 

SCA declined to comment on the suit, which charges it with 
“predatory trade practices, unfair competition and intentional inter¬ 
ference” with the current Raycom-SWC contract, which Raycom 
insists still runs through 1991. In a July 7 letter to Raycom obtained 
by Broadcasting, and apparently signed by SWC's Fred Jacoby, 
the conference affirms Raycom’s belief that, if it matched the offer, 
Raycom would be awarded the contract. Subsequently, however, 
reported the Dallas Morning Neivs , SportsChannel’s bid was raised 
to $29.5 million. 

According to an SWC summary of the initial SCA offer also 
obtained by Broadcasting, the $24 million offer specified that 
SCA would “not license SWC football games in this package over 
broadcast TV in the states of Texas and Arkansas,” where, in 
1989, Raycom said it has cleared 11 live football broadcasts over a 
22-station network in 21 markets. 

Rights fees would escalate from $3 million over the first three 
years (1990-93) to $3.25 million (1993-95) to $4 million in the first 
option year (1995-96) and $4.5 million in the final year (1996-97). 
A signing bonus of $500,000 was offered. Additionally, the bid 
guaranteed that each year from 1990 to 1995, eight SWC football 
and basketball games would be “televised in New York, Chicago, 
Florida, Los Angeles, Cleveland, Philadelphia and New England,” 
markets which are covered by SportsChannel regionals. 

Raising the stakes yet higher, the bid also included 10-week 
basketball and 10-week baseball packages, as well as rights to 
telecast all women’s basketball and other men’s and women’s 
sports. 

Turner tradeoff: Half the nation or all of the region 

Two other national cable channels have retained exclusive college 
football rights. The Turner Broadcasting System will this season 
stop syndicating its 10-to 12-game Southeast Conference (SEC) 
college football schedule, dropping its network of 45 stations in the 
region and making the product superstation WTBS(TV) Atlanta ex¬ 
clusive. In one sense, Turner is bucking the ratings figures. In 
1988, its SEC package garnered ratings of 4.7 in broadcast syndi¬ 
cation and only 1.7 via the superstation. 

But, the broadcast numbers were regional and only reached 
792,000 homes. The superstation reaches 49,400,000 subscribers. 
“We are ecstatic that it is cable exclusive,” TBS sports program¬ 
ing director John Vandegriff said. “The SEC is such a national 
package, I think we’ll do well outside the Southeast. But with 
superstation only, we should even do better in the region. There is 
a lot of talk down here about forming a regional (cable sports 
channel],” he said, “but with a national property, it just doesn’t 
make sense.” 

Black Entertainment Television will again carry a mix of select 
games from several conferences, including four conferences com¬ 
prising “traditionally black schools,” said BET. 

Syndicators wary but not out 

The syndicators appear cautiously optimistic about the threat 
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Miami Dolphins 
WIOD(AM) Miami 
WQBA(AM) Miami 

Reg. net. of 50 
stations; 4 preseason, 16 
regular, second year of 
three-year contract; 

WQBA has Spanish 
rights, 4 preseason, 16 
regular first year of 
three-year pact. 



Buffalo Bills 

WBEN(AM) Buffalo 

Reg. net. of 18 
stations; 5 preseason. 16 
regular; station holds 
rights. 

Indianapolis Colts 
WIBC(AM) Indianapolis 

Reg. net. of 32 
stations; 4 preseason, 16 
regular; station holds 
rights. 

New York Jets 
WCBS(AM) New York 

4 preseason. 16 
regular, second year of 
five-year deal; station 
holds rights. 

New England Patriots 
WHDH(AM) Boston 

Reg. net of 52 
stations, 4 preseason. 16 
regular; fourth year of 
five-year contract; station 
holds rights. 



Houston Oilers 



Cincinnati Bengals 
WKRC(AM) Cincinnati 

Reg. net. of 50-plus 
stations; 4 preseason, 16 
regular; second year of 
three-year contract; 
station holds rights. 

Cleveland Browns 
WWWE(AM) Cleveland 

Reg. net. of 46 
stations; 5 preseason, 16 
regular; station holds 
rights. 

KODA(AM) Houston 
KQQK(FM) Houston 

Reg. net. of 40 
stations; 4 preseason, 16 
regular, fourth year of 
six-year contract; station 
holds rights; 

KQQK has one-year 
contract for Spanish 
broadcasts 

Pittsburgh Steelers 

WTAE(AM)-WHTX(FM) 

Pittsburgh 

Reg net. of 35 
stations; 4 preseason, 16 
regular, third year of 
three-year contract; 
station holds rights. 


AFC West 


Los Angeles Raiders 



Denver Broncos 

KOA(AM) Denver 

Reg. net. of 55 
stations; 4 preseason, 16 
regular, station holds 
rights. 

Kansas City Chiefs 
KCMO(AM) Kansas City 

Reg net. of 50 
stations; 4 preseason, 16 
regular; fifth year of 
five-year contract; station 
holds rights. 

KFI(AM) Los Angeles 

Reg. net of 43 

stations; Spanish 

nghtsholder 

yet to be determined; 

4 preseason, 16 regular, 
second year of four- 
year contract; station 
holds rights. 

San Diego Chargers 
XETRA(AM) Tijuana 

Reg. net. of five 
stations: 4 preseason. 16 
regular; third year of 
five-year contract, station 
holds rights. 

Seattle Seahawks 

KIRO(AM) Seattle 

Reg. net of 55 
stations. 4 preseason, 16 
regular; five more 
years on contract, station 
holds rights. 

NFC fast 





Dallas Cowboys 
KRLD(AM) Dallas 

Reg. net. of 127, plus 

13 Spanish stations; 4 
preseason. 16 regular; 
fourth year of five-year 
contract, Cowboy 

Radio Network holds 
rights 

New York Giants 
WNEW(AM) New York 

Reg net of 40 
stations, 4 preseason. 16 
regular; station holds 
rights 

Philadelphia Eagles 
WIP(AM) Philadelphia 

Reg net of 30 
stations; 5 preseason. 16 
regular; first year of 
three-year contract; 
station holds rights. 

Phoenix Cardinals 
KTAR(AM) Phoenix 

Reg. net. of 24 
stations; 4 preseason, 16 
regular; station holds 
rights 

Washington Redskins 
WMAL(AM) Washington 

Reg. net of 87 
stations; 5 preseason, 16 
regular; first year of 
three-year contract, 
station has rights. 

NFC Central 





Chicago Bears 

WGN(AM) Chicago 

Reg. net. of 62 
stations, 4 preseason, 16 
regular; second year of 
three-year contract; 
station holds rights 

Detroit Lions 

WWJ(AM> Detroit 

Reg. net. of 30 
stations; 4 preseason 16 
regular, first year of 
three-year contract; 
station holds rights. 

Green Bay Packers 
WTMJ(AM) Milwaukee 

Reg. net. of 53 
stations; 4 preseason. 16 
regular; station holds 
rights 

Minnesota Vikings 
WCCO(AM) Minneapolis 

Reg. net. of 55 
stations; 4 preseason, 16 
regular; second year of 
three-year contract, 
station holds rights 

Tampa Bay Buccaneers 
WRBQ-FM Tampa Bay 

Reg. net. of 28 
stations, 4 preseason. 16 
regular, final year of 
three-year contract; 
station holds rights 

NFC West 





Atlanta Falcons 

WSB(AM) Atlanta 

Reg net of 45 
stations; 4 preseason, 16 
regular; first year of 
three-year contract, 
station holds rights 

Los Angeles Rams 
KMPC(AM) Los Angeles 
XPRS(AM) Tijuana 

Reg. network of 22 
stations, Spanish- 
languagevia XPRS 5 
preseason, 16 regular; 
station holds rights 

New Orleans Saints 
WWL(AM) New Orleans 

Reg net of 32 
stations; 4 preseason, 16 
regular; first year of 
three-year contract, 
station holds rights 

San Francisco 49ers 
KGO(AM) San Francisco 

Reg network of 25 
stations, 5 preseason, 16 
regular; station holds 
rights 
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System in Detroit. 

Based on SCA’s heavy bidding against Raycom for the SWC, 
Raycom executives do not see SCA as friendly to syndicators or 
broadcasters. But so far, Prime’s activities do not contradict its 
President Ed Frazier's stated intention “to preserve the syndicators 
because we don’t believe cable is ready to carry all the freight. 
Pointing to Prime’s ‘history of open architecture,’’ he insisted that 
Prime has not discounted the possibility that it could syndicate its 
sports packages to broadcasters. And in Texas, Prime and Raycom 
last month submitted a joint bid for the SWC and were prepared 
late last week to announce further co-ventures. But, said Frazier, 
Prime is "not looking at competing with SCA or ESPN as national 
programers. We’re just looking at making the process of program 
sharing smoother.'* 

Nevertheless, although CBS and ABC retain first pick from 
schedules of 63 schools represented by the College Football Asso¬ 
ciation and of major conference games, both SportsChannel and 
Prime have entered the scene as players seeking product worth 
distributing nationally. With both network (NBC) and cable opera¬ 
tor (Cablevision Systems) money behind it, SportsChannel appears 
to be a national power with staying power. And with Tele-Commu¬ 
nications Inc. and Daniels Associates equity in four regional affili¬ 
ates (66% in Prime Sports, 49% in Sunshine, 100% in HSE and an 
as yet undetermined percentage in Prime Sports Midwest), Affiliat¬ 
ed Regional Communications' Prime Network is something more 
than a regional, if something less than a national, operation. 

And following head-on collisions over the Pac-10 (Prime won) 
and SWC (undetermined), as well as over the University of Florida 
(SCA won) and Florida State (Prime won), the two services will 
likely continue to compete. ‘'Some of SportsChannel's bidding has 
been almost suicidal..’’ said Frazier. “That will take care of itself. 
We believe it will require sound business practices if w e re going to 
stay in business over the long haul.’* 

Broadcast networks still atop the pecking order 

All entering the third year of multiyear contracts, CBS, ABC and 
ESPN are again paying approximately $45 million total for rights to 
carry College Football Association (CFA) and major conference 
and interconference games. CBS in June signed a multiyear exten¬ 
sion of its current contract and retains first pick from the CFA, 
w hich negotiates rights on behalf of 63 National Collegiate Athletic 
Association teams. This season it will pay S16 million for a CFA 
package including 17 regular season games and the John Hancock 
(formerly Sun) Bowl. Dec. 31, and the Mobil Cotton Bowl Classic, 
Jan. 1. The schedule includes several Notre Dame games, high- 
profile intraconference games, such as Alabama at Auburn, Dec. 2, 
and games with historical appeal—Army vs. Navy, Dec. 9. 

In the second year of a nine-year deal wdth the Pac-10 and Big 
Ten conferences. ABC w ill pay $13 million for a package of 23 to 
24 regular season games and approximately $10 million for rights 
to the Rose Bowl. Retaining first pick of games in both confer¬ 
ences, ABC last spring extended both the regular season and Rose 
Bowl contracts through the 1996-97 season. 


ESPN will pay $16 million to air 27 CFA games left over after 
CBS has culled its ow n schedule. The ESPN schedule will, howev¬ 
er, include a mix of high-profile intraconference (Syracuse at 
Pittsburgh, Sept. 23) and interconference (Clemson at Florida 
State, Sept. 9) games. In its 10th year of televising college football, 
ESPN's 10th college football season schedule will total 50 live 
games, including six Ivy League, six Big Ten and two Pac-10 
games. On New Year's day, the Gator and All-American Bowl 
games will again be seen on the number one basic cable channel. 

Threat to 'free TVV 

After CBS, ABC and ESPN take their picks from the major 
conference and independent college schedules and from the College 
Football Association, which represents a whopping 63 schools, 
each with season-long schedules, the rights to a host of major 
college games remain to be sold. CBS will air 17 regular season 
CFA games. ABC will air 23 or 24 Big Ten or Pac-10 games. 

But ESPN will air the most Division I games nationally, a total 
of 50, including 27 CFA games and games from the Big Ten and 
Pac-10 conferences. On the West Coast, the Pac-10 conference 
rights have gone to cable in the form of a Prime Ticket-ESPN co¬ 
venture. Prime Sports Network in Denver holds the rights to the 
Big Eight conference. SportsChannel America has right to 12 Notre 
Dame games, two of those live. And in the Southwest, the bidders 
include SCA and a Raycom-Prime Network co-venture. In addition 
to ESPN, SportsChannel and Prime Network, Turner Broadcasting, 
which had through last season syndicated Southeastern Conference 
(SEC) football games to a 44-station regional network of broadcast 
stations, will this year keep that schedule cable-only, via supersta¬ 
tion WTBS(TV) Atlanta. 

On the local level, the regionals are also a power. Prime Ticket 
holds rights to USC and UCLA sports. SportsChannel Florida is 
rightsholder to season packages from the University of Miami and 
of Florida. The Sunshine Network has rights to Florida State. 
When the second-pick games match up high-profile teams from 
different regions, rightsholders such as SCA and Prime Sports can, 
or hope eventually to, sell them to advertisers as national product. 

In late July, Association of Independent Television Stations 
Chairman John Serrao warned Congress that “if current trends 
continue—and we have every reason to believe they will actually 
accelerate—by the mid-1990’s, the majority of the most popular 
professional and collegiate sporting events will be available only to 
those who can afford cable” (Broadcasting, July 31). 

Within a week, four members of Congress—Ed Madigan (R- 
111.), Tom Tauke (R-lowa), Mike Oxley (R-Ohio) and Dennis 
Eckart (D-Ohio)—asked House Telecommunications Subcommit¬ 
tee Chairman Ed Markey to examine a new six-year rights deal 
between ESPN and the Big Ten conference and to schedule a 
hearing “at the earliest possible convenience” on “the movement 
of sports programing from over-the-air television to cable.” 

West Coast showdown: Cable vs. cable 

If acted upon, the congressmen's request may lead Capitol Hill to 


New world of spring football 


Spring football is on its way back to American TV screens for the 
first time since the mid-decade folding of the United States 
Football League. The new World League of American Football 
(WLAF), backed by a group of National Football League team 
Owners, will bring 12 U S. and non-U.S. teams together for a 10- 
week round robin and three post-season games beginning no 
later than 1991 

The WLAF board, together with its president and organizer, 
former Dallas Cowboys general manager Tex Schramm, will meet 
in Chicago next Monday, Aug 14, in hopes of fixing the league’s 
start date. Although a 1990 launch is still a possibility, 1991 is 
considered more realistic, given the wide range of details still to 
be resolved, such as host city selection, franchise ownership, 
advertiser sponsorship and domestic and international TV con¬ 
tracts. 

In the U.S., over-the-air and cable networks already in discus¬ 


sions with the league include ABC, CBS, NBC, Fox, ESPN, Turner 
Broadcasting, SportsChannel and USA Network. NBC has al¬ 
ready ruled out interest in a 1990 startup, and CBS is considered 
unlikely to be a strong bidder because of its full plate of spring 
sports. 

According to WLAF TV consultant Jim Spence, a 25-year ABC 
veteran and former senior vice president of sports who handled 
the network’s carriage of USFL games, the WLAF expects do¬ 
mestic carriage to involve a mix of broadcast and cable entities. 
The league hopes to air all six weekly Saturday, Sunday and 
Monday games, and a single TV package is less than probable. 
Spence added that cable and broadcast entities were negotiat¬ 
ing separately. 

U.S. cities on the list to host teams include New York; a site in 
California and one in Florida; San Antonio, Tex., and possibly 
Birmingham, Ala., Nashville, a Midwest city or Washington, D.C. 


Broadcasting Aug 14 1989 

40 






FOOTBALL 89 


of further cable inroads in college sports. Although Raycom’s 
battle with SCA is over the former’s only conference football 
package, the SWC, Raycom holds the rights to college basketball 
from several of the most prominent conferences, including the 
Atlantic Coast (ACC), Big Eight, Southwest, Big Ten and Pac-10 
conferences. Nevertheless, all those contracts will end next year, 
and, as Raycom’s Haines noted, “we’re already seeing that kind of 
[SportsChannel] maneuver’’ for other sports outside football. If 
Raycom and Prime Network intimations of further joint ventures 
come to fruition, the syndicators may find that, if you can’t beat 
cable, join it. 

Fellow syndicator Jefferson-Pilot, however, is holding fast to the 
broadcasters-first (and virtually only) approach. JPT distributes an 
11-game ACC package, as well as its Great American Independent 
package of eastern college games. According to JPT’s executive 
director of operations and finance, Fred Boucherle, it is the region¬ 
al appeal of the packages, particularly for the ACC, that is their 
strength. “From our point of view, a regional package is for 
regional distribution,” he said. “We can still, within the region, 
deliver more audience [than cable can]. Whether we can match 
dollars remains to be seen.” 

Generally syndicating on a 50-50 barter basis with stations in the 
major East Coast markets, JPT has found a niche with ABC 
affiliates, including wcvb-tv Boston, wPvl-Tv Philadelphia and 
WABC-Tv New York, that matches the ACC’s noon to 3 p.m. ET 
window with ABC-TV’s 3-6 p.m. slot for Saturday network foot¬ 
ball games. The strategy “gives us a lot of local avails.” The 
1988-89 season, he said, proved “the best year ever for the ACC in 
ratings.” In 1990, the conference rights will again be in play. 

Only rarely, he said, does JPT sell its packages to cable in the 
Atlantic region, and then only where it cannot obtain broadcast 
clearances. “We have found it best to keep the packages as 
uncomplicated as possible,” a feat difficult to manage “when you 
start mixing regions.” And mixing outlets with different time slots 
to fill can also threaten the core business. JPT, he said, is “trying 


to protect the integrity” of the window that is attractive to ABC 
affiliates. “We’ve concentrated more regionally, going the oppo¬ 
site” direction from Raycom’s strategy in basketball, where it has 
sought to offer advertisers a 70% or higher national reach. And 
JPT’s region is already showing signs of expanding, he said, since 
Turner Broadcasting’s decision to go cable-only with the Southeast 
Conference has independent stations “looking for college foot¬ 
ball.” 

Video West Communications syndicates the Western Athletic 
Conference (WAC) to a healthy mix of broadcast and cable outlets 
with no apparent in-region, out-of-region bias. Clearances of the 
package of 11 games, to be played among teams from Colorado, 
Wyoming, Utah, Washington, California and Hawaii, included 18 
broadcast stations in all those states but also as far away as Boston, 
Tampa, Fla.. New York and Lebanon, Tenn. Cable programers 
picking up the WAC include Prime Network-affiliated regionals 
Prime Tickei in Los Angeles, HSE in Texas, Sunshine Network in 
Florida, HTS in Washington, PASS in Detroit, Prime Sports Cable 
in Denver and Northwest Cable Sports in Seattle. Single cable 
systems in Boston, Rochester, N.Y., and St. Louis are also sub¬ 
scribers. 

For the bowl games, regional coverage will not suffice, and the 
best way to get national coverage, said Mizlou Communications 
President Vincent Piano Jr., is to “strive and strive to be on the 
alphabet networks.” At press time, it had nailed down only one 
1989-90 postseason event for syndication—the Independence 
Bowl, scheduled for Dec. 16 in Shreveport, La. Out of the five 
bowls it syndicated last year—the Independence. Freedom, Peach, 
Bluebonnet and Senior—three, including the Independence, are 
possible Mizlou properties this year. “We have them; they leave; 
they come back,” said Piano. 

Mizlou usually retains just over 50% of ad inventory, leaving 
stations with 12 to 14 minutes in each three-hour event. As of last 
week, the Independence Bowl had been cleared in 68% of the 
country, with 78% to 82% the target. 


NFL rights ' 89 ; The half-billion-dollar prize 


NFL national rights figures and schedules will differ little from 
1988. Together, CBS, ABC, NBC and ESPN will pay a combined 
$531 million for the rights to carry NFL’s 1989-90 season, the last 
year of multiyear contracts for each network. 

Unlike Major League Baseball, with which ABC has lost money 
and NBC reportedly only broken even last year, revenue from NFL 
carriage is expected to be healthy. This year, Sunday afternoon 
games will bring CBS and NBC more than $100,000 per 30-second 
spot. CBS has already sold about 90% of its ad inventory for the 
Super Bowl at about $1.4 million per minute. So prized are those 
spots that CBS is not providing ratings guarantees, said the net¬ 
work’s vice president, sports marketing, Hal Trencher. If the Super 
Bowl delivers, say, a 42 rating, rather than 44 or 45, the advertisers 
will live with it. “We love the NFL,” he said, describing it as 
“clearly one of the most important, vital parts of our programing in 
the fourth quarter.” 

It also composes an important part of expenses. For the rights to 
air packages of regular season NFL games CBS will pay about 
$150 million, NBC about $120 million, ABC about $135 million 
and ESPN about $56 million. NBC will pay additional fees to air 
four American Football Conference playoff games, and CBS addi¬ 
tional fees to carry four National Football Conference playoff 
games, on consecutive weekends, Dec. 31 through Jan. 14, 1990. 
Each will spend about $26 million to acquire rights to those post¬ 
season games. CBS will pay approximately $18 million to air the 
Super Bowl on Sunday, Jan. 28. 

The NFL schedule on ESPN, in the last year of its three-year 
contract, totals 13 games: four preseason, including the Rams vs. 
the 49ers, which was played Aug. 5 in Tokyo, eight regular season 
games, including seven Sunday evening games (beginning Nov. 5), 
and one Saturday game (Dec. 23) and the Pro Bowl, Feb. 4, 
previously the purview of co-owned ABC. 

Starting Sunday, Sept. 10, NBC and CBS will each air as many 
as eight regional regular season games every weekend through 
Dec. 24. Both the NBC and CBS schedules will include Saturday 


games, Dec. 16 and 23, and a Thanksgiving Day game, Nov. 23. 

ABC, following one Saturday and three Monday night preseason 
games, will air 16 consecutive editions of Monday Night Football , 
launching the season Sept. 11 with an 8-9 p.m. ET special, ABCs 
NFL Monday Night Football: 20th Annivei'sary Special , followed 
by its season opener, New York Giants at Washington Redskins, 
and will finish the season Dec. 26 with Cincinnati at Minnesota. 

Although notable on-air talent changes have been announced for 
the 1989-90 NFL season on NBC (see box, page 45), CBS, ABC 
and ESPN will field essentially the same on-air teams viewers saw 
last season. 

On the local level, although TV stations in NFL markets contin¬ 
ue to compete for rights to carry several preseason games, rights to 
a team’s entire season—rights some four times as lucrative to the 
teams—rest with local radio (see chart, page 42). The NFL esti¬ 
mates that, all together, local radio rightsholders will pay teams a 
total of $32 million for the rights to all preseason and regular 
season games; local TV will pay the teams about $7.6 million. 
SportsChannel Los Angeles (formerly Z Channel) made a bit of 
history this year, winning exclusive rights to televise three L.A. 
Rams preseason games, but only on a tape-delayed basis, as the 
three home games will almost certainly not sell out. In all other 
markets, regional cable channels are still left out of the NFL 
equation. 

Competition among local market news teams for the on-air time 
of hometown players and coaches comprises an ancillary form of 
broadcast rights stations are willing to pay, knowing that for many 
NFL fans the decision to tune in can be based on how and by whom 
the home team is covered. 

NFL 1989: Broadcasters try to get in position to score 

NBC, ABC, CBS and ESPN are beginning the final seasons of 
long-term National Football League deals, just as NBC and ABC 
fulfill the last year of contracts with Major League Baseball. In 
1989, ABC, CBS, NBC and ESPN will together spend approxi- 
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1989, ABC, CBS, NBC and ESPN will together spend approxi¬ 
mately $531 million on NFL rights. NFL executives are well aware 
that, in early 1990, the NFL will be up for grabs. In addition, the 
next six to eight months promise to be intense with negotiations 
over the rights to the National Basketball Association and NCAA 
basketball's post-season tournament. Additionally, by the fall of 

1990, much of college football's rights will also be in play. 

Only seven months ago, CBS won exclusive national broadcast 

rights to Major League Baseball, leaving NBC and, to a lesser 
degree, ABC with sports programing voids to Fill, It was a sudden 
end for a 40-year NBC tradition. And, at the same time, the 
number of MLB games on national cable television was changed in 
one fell swoop from zero to 177, via ESPN’s $400 million four- 
year deal with the league. 

With national broadcast rights Figures for each sport in the tens, 
or hundreds, of millions, and with literally hundreds of programing 
hours and thousands of advertising spots at stake, early 1990 
promises to become, as sports syndicator Jefferson-Pilot Telecom¬ 
munications Executive Director Fred Boucherele put it, "the year 
of positioning" among the broadcast networks and other competi¬ 
tors, including cable. 

As for timing, NFL broadcasting director Val Pinchbeck noted: 
"It is very difficult for |the league] to embark on serious negotia¬ 
tions until a commissioner is appointed," And even if that happens 
this month, said one source, history suggests that settlement of 
negotiations is still unlikely before the end of the current season, 

CBS and ESPN have provided interesting groundwork for all the 
deals to come. The combined $1,5 billion CBS-ESPN 1990-93 
contracts with MLB appear to have changed the face of national 
sports rights deals in several ways (BROADCASTING, March 7). 
MLB will certainly be richer. ESPN will have professional base¬ 
ball. And, some observers believe, that by bidding as high as it did 
for the MLB, CBS took rights negotiating beyond the ad revenue 
equation, adding considerable emphasis to the "intangibles" a 
network gains with professional sports exclusivity. 

If the MLB deal is any indicator, all the sports in play in 1990 
will raise the rent, and each network will have to spend heavily to 
maintain or gain in the overall balances of power. 

"Absolutely," said network sports President Dennis Swanson, 
"we’re concerned over major escalations in rights fees. If you are 
going to control costs, you have to control rights," which, he said, 
basically make up 80%, and production 20%, of network sports 
expenses. ABC may be in the most stable position among the 
networks come next spring. The loss of baseball accounted for only 
7% of the network schedule, and "the entertainment division is 
happy to get those prime time hours back," he said. On the 
weekends, ABC’s Pac-10-Big Ten football won its Saturday win¬ 
dow last fall, and Wide World of Sports, he said, was number one 
in the first and second quarters of 1989, The network spent the past 
spring quietly locking up Pac-10 and Big Ten football. Big Ten 
basketball. United States Golf Association U,S. Open and British 
Open and horse racing's Triple Crown for periods "well into the 
1990’s,” he said, claiming that the combination makes ABC 
number one on Saturdays and healthy on Sundays year-round. 

But it is Monday Night Football , the second longest running 
prime time series behind 60 Minutes, said Swanson, that will be 
ABC’s top priority. "The ratings track for the series has been 
excellent, which is why it’s coming up on 20 years. Out of all the 
sports properties, it is our most prized," he said, noting that, "as 
network shares have dropped, Monday Night Football has with¬ 
stood the tide better than much of its prime time entertainment 
competition,” As for the other properties, he said: "Any network 
would love to have them. [However,] I don’t think that getting out 
of what was a bad situation,” losing money on MLB, "means that 
we want to get into another. If we can enhance our list of special 
events, great. Certain properties are extremely valuable to us, but 
so is our bottom line.” 

NBC Sports President Dick Ebersol declined comment on the 
upcoming busy negotiation period, and CBS’s Trencher would say 
only, "I cannot imagine us not pursuing aggressively every major 
sports product.” 

The limits on network finances may prove greater than the limits 
on aggressiveness. In 1989, ABC, CBS, NBC and ESPN will 
together spend approximately $531 million on NFL rights alone. 
And the combined cost of gaining rights to multiple professional 



New on-camera teams at NBC 

NBC’s NFL Live will field a new team in 1989: pictured, back row 
(l-r) Mike Leonard, Ralph Wiley and Bobby Beathard; front row (I- 
r) 0,J. Simpson and Bob Costas. Leading the way in what the 
network itself described as a “major revamping' 1 of its pre- and 
in-game coverage are the additions of former ABC Monday 
Night Football analyst Simpson, former Washington Redskins 
general manager Beathard, senior Sports Illustrated writer Wiley 
and former San Francisco 49ers coach Bill Walsh. 

Walsh, who took his team to three Super Bowl championships 
this decade, will replace Merlin Olsen as the lead game analyst. 
Walsh will team with play-by-play veteran Dick Enberg to make 
up the network's A team. The performances of Walsh and Enberg 
will be in the hands of three-time Emmy winner John Faratzis, 
producer of each Sunday's lead broadcast. Hall of Fame running 
back Simpson, who had been with NBC from 1978 until returning 
to ABC as analyst from 1983 through 1985, will team with NFL 
Live host Bob Costas to provide commentary on each Sunday's 
game schedule. 

Beathard, credited with finding championship talent over¬ 
looked by the rest of the league during his 12 years with the 
Redskins, will be featured with Wiley in a new NFL Live segment 
called “The Insiders." 


and amateur sports is anything but negligible for each network. For 
example, CBS, which will be the king of team sports networks at 
least for the early part of 1990, is already committed to paying at 
least $559 million over the next 11 months to retain major rights: 
$168 million for its NFL regular season package and Super Bowl, 
$16 million for College Football Association games, about $70 
million for 1989-90 NBA coverage, $55 million for college basket¬ 
ball (Broadcasting, Oct. 24, 1988) and, last and certainly not 
least, $250 million for its first year of Major League Baseball 
(MLB) (Broadcasting, March 6), 

The big ticket item in that group obviously remains the NFL, 
Compared with the new $250 million-a-year MLB broadcast net¬ 
work contract, described by at least one losing bidder as inflated, 
NFL rights for all three networks already cost twice that amount per 
season. For good reason. For all three broadcast networks, the NFL 
has consistently gained ratings in the teens on Sunday afternoons 
and ratings in the high teens in prime time during the regular 
season—compared with ratings usually no higher than an 8 for 
prime time regular season baseball. The Super Bowl, this season in 
the hands of CBS, could score a 40 rating. 

Those looking for changes in the broadcast-cable balance of 
power, as radical as the ESPN-MLB deal, one NFL source suggest¬ 
ed, will be disappointed. Lessons of overexposure, particularly in 
college football, mean the league can be expected to make no more 
than an incremental step, at most the likes of ESPN winning eight 
regular season games three years ago. 

Radio gives football radio play by play 

Earlier this year, CBS Radio renewed its current, three-year Na¬ 
tional Football League contract through 1994 (BROADCASTING, 
April 24). With the exception of the 1985 and 1986 seasons, CBS 
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has held the radio broadcast rights to NFL games since 1978. 

The broadcast package features 30 regular season games and 
10 post-season games, including the Super Bowl and Pro Bowl 
games. There will be 16 Monday night games, eight Sunday 
night games (except for 1989, where a Sunday night game will 
be moved to Saturday to avoid Christmas Eve), two Saturday 
doubleheaders and a Thanksgiving Day doubleheader. Coverage 
will begin this year, with the Sept. 11 New York Giants at 
Washington Redskins game. 

Additional programing that will be featured by the network 
includes NFL ’ 89 with John Madden , a 10-part series of preseason 
reports; NFL Preview , a 15-minute series anchored by Brent Mus- 
burger and Will McDonough; NFL Talk , an hour post-game show 
broadcast after every Monday night game and the Super Bowl, and 
an as yet untitled 20-part series anchored by John Rooney during 
the month of January, leading up to the Super Bowl. 

The lineup of sponsors for the package this year includes, to 
date: ANCO Wiper Blades, Anheuser-Busch, Buick, Isuzu, Camp¬ 
bell Chunky Soup, CBS-TV Entertainment/News, Pepto-Bismol, 
State Farm Insurance and the U.S. Army Reserve. Stephen J. 
Youlios, vice president, sales, CBS Radio Networks, says the 
network has put together a promotion with State Farm that features 
Brent Musburger profiling a team on the road to the Super Bowl, 
within every broadcast. Musburger will also be doing the voice for 


their commercials, a first for Musburger on either radio or televi¬ 
sion. 

CBS Radio Sports will also broadcast the Cotton Bowl (college 
football) on Jan. 1, 1990. 

Westwood One’s Mutual Broadcasting System will kick off its 
12 regular season NFL doubleheaders on Sept. 10 with the Cincin¬ 
nati Bengals at Chicago. 

Mutual will also broadcast 11 Notre Dame games (its 22nd 
consecutive year of coverage) and 11 major college games. The 
Notre Dame season broadcasts will premiere with a Sept. 16 
matchup against Michigan. Continuing this year is The Lon Holtz 
Shoa\ a weekly call-in program co-hosted by the team’s head 
coach, and Mutual’s Larry Michael. 

Mutual’s major college broadcasts will begin with the Kick-off 
Classic , featuring Notre Dame vs. Nebraska. Also scheduled is the 
Army vs. Navy game on Dec. 2. Like last year, the network will 
also broadcast four college bowl games: Aloha, All-American, 
Holiday and Sugar. 

The network has also prepared a series of two one-hour specials 
previewing the upcoming football season: The Road to the National 
Championship and NFL ’ 89 . 

The Westood One-owned NBC Radio Network will cover the 
following four college bowl games this year: Liberty, Rose, Fiesta 
and Orange. -LC 



Critics give thumbs up and down 


Sample of television reviewers 
talk about hits and misses 
of a new season labeled ‘safe’ 

Each summer, the networks preview their 
new fall programs for visiting television 
critics during the annual press tour in Los 
Angeles. The critics are wined and dined 
while the networks and other programers 
explain the whys and wherefores of their 
programing strategies, and try to convince 
the press of each project’s bright future. 
Much of what the critics write can deter¬ 
mine how a new show performs, or at least 
how it is sampled at its debut. The follow¬ 
ing is a sample of the critics’ choices. 

Most critics agree the new fall schedule 
is a “safe” one, free of any risk-taking on 
the networks’ part. Tom Jicha, television 
critic for the Fort Lauderdale News/Sun- 
Sentinef said the upcoming season “is the 
most disappointing in recent memory. Usu¬ 
ally there’s always something to look for¬ 
ward to,” he said, “but not this year.” 

The Boston Globe's Ed Siegel agreed with 
the characterization, saying it is “the safest 
season this decade.” Siegel said each net¬ 
work has its own reasons for taking the 
cautious route. At NBC, Siegel thinks 
Brandon Tartikoff, president, NBC Enter¬ 
tainment, should be taken at his word when 
he said during the tour that NBC tried some 
adventurous programing this past season 
that was met with viewer rejection. Tarti¬ 
koff pointed to The Jim Henson Hour and 
Quantum Leap as examples. Siegel said 
that while neither show broke new ground, 
putting a kids’ show [the Henson show] on 
during prime time was “somewhat innova¬ 
tive. This year he went the other way,” 
said Siegel. 



‘The Famous Teddy Z* 


ABC, Siegel said, might be going away 
from some of the types of shows that for¬ 
mer entertainment President Brandon Stod¬ 
dard put on the schedule, like China Beach 
and thirty something, in an attempt to “de¬ 
velop more commercial hits. The trend,” 
he said, “is definitely toward more mass- 
market shows and away from the special¬ 
ized, demo-specific shows.” 

At CBS, “I don’t have the feeling that 
there is any sense of direction in their de¬ 
velopment of one-hour shows,” said Sie¬ 
gel. Although he said some of the half-hour 
comedies looked good, “the hours are just 
not very good.” 

Tom Shales, Pulitzer Prize-winning critic 
for The Washington Post , “absolutely” 


to new season 



'Nutt House’ 


agrees with the safe-season assessment, al¬ 
though he says he sees some interesting 
signs for midseason. “I can’t see anyone 
getting very interested, but it’s also not the 
worst [new season] ever. It falls right in the 
middle, but that could be the worst place to 
be right now,” he said. Shales said that 
although the critics agree the upcoming sea¬ 
son lacks risk-taking, most agree that CBS 
is offering the most promising of the new 
shows. 

“It seems to be the cycle that the last- 
place network is always the most innovative 
and this year it’s CBS,” said Jicha. He 
pointed to CBS’s The Famous Teddy Z . He 
also cited The People Next Door , about a 

Continued on page 50. 
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“Now it’s second and two at the Cincinnati 10-yard 
line for the 49ers who trail by 3. Rice is flanked off 
to the right and comes in motion...Montana is back 
to throw. He looks and throws...end zone! 
Touchdown to John Taylor with 34 seconds left! 

The 49ers lead by 3...the extra point will put the nail 
in the Cincinnati coffin!“ jack buck super bowixxih 


CBS RADIO SPORTS 
WE CAN DO IT WITH YOUR 

EYES CLOSED 


To get a good picture of all the 
sports play-by-play action, just 
listen to CBS, the #f radio 
network for sports. We're the only 
game in town with exclusive 
network radio coverage of NFL 
Football, Major League Baseball, 
and NCAA Basketball. And 
because our impressive play-by- 
play broadcast teams bring every 
game to life, America turns to us 
for championship sports. 
We have an eye for action! 

CBS 

RADIO 

SPORTS 


For a schedule of CBS Radio Sports play-by-play 
events contact Suzanne Sack at (212) 975-4445 or 

fax (212) 975-3981 


